RESOLUTION NO. 20200827-016

BE IT RESOLVED BY THE CITY COUNCIL OF THE CITY OF AUSTIN:

The City Council approves the Austin Convention and Visitors Bureau, doing business as
Visit Austin, (Visit Austin) 2020-2021 Marketing Plan and Proposed Budget of $11,901,976;
establishes the contract payment from the City to Visit Austin in an estimated amount of $8,776,726
for Fiscal Year 2020-2021; and authorizes the City Manager to file the approved documents that

are attached to this Resolution with the City Clerk’s Office as required by the Texas Tax Code.

ADOPTED: Augus't 27 ,2020 ATTEST:
Jannette S. Goodall
City Clerk
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City Contract

Retail Revenue
Publication Sales
Rack Rental Revenue
Partnership Revenue
ASC Revenue
Services Revenue
Donated Services
Interest
Draw on Reserve Fund
Total Private Revenue

Total Revenue

Client Development
FAMS/Site Visits
Convention Commitments
Local Meetings
Promotional Items
Special Promotions
Industry Relations
Trade Shows
Professional Development
Information Technology
Fulfillment
Collateral
Media Production and Placement
Research
Professional and Contracted Services
Music/Film Programs
Heritage Grant Program
Retail Cost of Goods Sold
Visitor Services
Employee Relations
Donated Services
Total Program Expenses

Overhead and Office Expenses
Depreciation

Rent

Personnel Costs

Total by Functional Area

First Draft: Submitted 6/13/19

AUSTIN CONVENTION AND VISITORS BUREAU

dba VISIT AUSTIN
Strategic

Sales Services  Tourism ASC ations  Par Advertising Film Music vC Operation: Total
3,078,920 901,263 413,279 178,066 1,176,306 145,343 400,774 180,792 368,900 238,772 1,694,311 8,776,726
= - - - = - - - 750,000 = 750,000
- - - 20,000 = - - = 20,000
- - = - - - 5,500 a 5,500
- - - - - 247,000 = s - - 247,000
- = 40,000 s = = - - - 40,000
13,750 = = s = - - - - 13,750
= - = 25,000 - = - - 25,000
- - - - - - - 24,000 24,000
= - - = 2,000,000 - = = - 2,000,000
- 13,750 - 40,000 - 292,000 2,000,000 - - 755,500 24,000 3,125,250
11,901,976
212,700 65,550 16,000 32,275 6,000 42,000 = o = 374,525
63,000 =l 13,500 8,000 10,000 2,000 - - - 96,500
5 288,500 = = = - Z = = 288,500
5,150 2,645 500 3,000 900 2,400 - - 14,595
54,000 =) = = = = = - - - 54,000
- 1,500 7,500 33,000 - 54,500 - - - 96,500
546,456 - - - 3 12,500 - - 558,956
158,000 4,000 29,000 6,000 = 17,500 - - - 214,500
3,500 5,000 - - 11,850 1,000 - - - 2,250 23,600
65,340 6,120 1,776 2,256 13,896 1,512 = 1,740 1,512 17,250 141,700 253,102
- = - - 36,750 - = = = = = 36,750
= 800 = = - - - - - 800
- 19,000 = - - 2,400,780 - - - - 2,419,780
66,850 - - = 43,288 = = = - 110,138
- 17,500 - 12,000 86,400 - = - - 212,991 328,891
= = = = - 57,500 263,385 - - 320,885
- 3 = = - = - - 532,519 - 532,519
- - - - - - - = 27,735 - 27,735
= = = - - 25,000 s = = = = 25,000
1,174,996 393,115 85,776 84,531 134,684 244,812 2,400,780 59,240 264,897 577,504 356,941 5,777,276
61,528 15,162 53,664 3,843 11,487 6,196 = 1,656 1,392 8,040 53,022 215,990
- - S - - - - - - - 204,000 204,000
453,528 112,824 51,072 43,368 144,852 43,248 - 18,480 17,724 145,344 229,584 1,260,024
1,388,865 393,912 222,767 86,322 885,283 143,092 =i 101,416 84,883 263,382 874,762 4,444,684
3,078,917 915,013 413,279 218,064 1,176,306 437,348 2,400,780 180,792 368,896 994,270 1,718,309 11,901,974
4,625,273 4,014,434 549,688 994,270 1,718,309 11,901,974

38.9% 33.7% 4.6% 8.4% 14.4%



AUSTIN CONVENTION & VISITORS BUREAU

REVENUE

City Contract - Visit Austin Operations
City Contract - Pass Through Funding
Spring Festival Security
Heritage Grants
Local Business Grants

Total City Contract

Private Sector Revenue

Retail Revenue
Publication Sales
Rack Rental
Partnership Revenue
Austin Sports Commission Revenue
Services Billed
Donated Services
Interest Income
Draw on Reserve Funds
Sub-Total, Private Sector Revenue

TOTAL REVENUE

BUDGET BY PROGRAM

Convention Sales & Services
Marketing

Music & Film

Visitor Center
Finance/Administration/IT

Future Convention Commitments
Pass Through: Spring Festival
Heritage Grants

Local Business Grant
Compensation Reductions

TOTAL

CHANGE IN NET ASSETS

Convention Sales

Convention Services

Convention Services - Housing

Tourism Sales

Marketing/Advertising

Music & Film

Visitor Center

Finance/Administrative/IT

Pass Through

Current and Future Convention Commitments

dba Visit Austin
Proposed Budget Fiscal Year 2020 -2021

Proposed Amended Approved Approved Approved
FY2021 FY 2020 FY2020 FY2019 FY2018

8,776,726 10,584,682 14,748,301 13,126,471 13,345,700

- - - - 1,200,000

- - - - 250,000

- - - - 200,000

8,776,726 10,584,682 14,748,301 13,126,471 14,995,700

750,000 791,941 1,250,000 1,140,000 1,110,000

20,000 20,000 20,000 - 20,000

5,500 10,000 15,000 15,000 15,000

247,000 429,680 674,500 646,525 549,500

40,000 48,705 73,000 68,000 68,000

13,750 15,000 30,200 22,400 80,000

25,000 315,000 315,000 315,000 315,000

24,000 35,000 42,000 3,600 4,200

2,000,000 1,000,000 533,800 376,100 112,350

3,125,250 2,665,326 2,953,500 2,586,625 2,274,050
11,901,976 13,250,008 17,701,801 15,713,096 17,269,750

i 4,625,273 4,951,697 7,528,490 6,750,862 6,381,191
= 4,014,434 4,244,747 5,249,747 4,576,127 5,092,971
549,688 587,944 702,944 563,430 539,890

994,270 1,442,767 1,697,767 1,640,135 1,591,040

1,718,309 2,022,853 2,522,853 2,182,542 2,254,658

- - - 1,200,000

- - - 250,000

- - - 200,000
- - - (240,000)

11,901,974 13,250,008 17,701,801 15,713,096 17,269,750

FY2021 Amended FY2020 FY2020 FY2019 FY2018
Percentage Percentage Percentage Percentage Percentage
Allocation Allocation Allocation Allocation Allocation

¥ 28% 28% 28% 23% 28%
2 8% 8% 6% 14% 6%
% 0% 0% 0% 1% 2%
* 3% 3% 3% 3% 3%
™ 34% 34% 31% 30% 33%
5% 4% 3% 3% 3%
8% 8% 9% 8% 8%
14% 14% 13% 1% 1%
0% 0% 7% 0% 0%

0% 1% 0% 7% 6%

100% 100% 100% 100% 100%
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About Visit Austin

Visit Austin
Departments

Tourism Impact &
Forecast

Destination &
Industry Objectives

Organization Goals
Tactical Plan

Marketing
Campaigns

Visit Austin
Activities

Contact Information

Board of Directors

MESSAGE FROM
THE PRESIDENT

In fiscal year 2019-2020, the Austin hospitality industry was on track to
welcome more visitors, increase hotel occupancy tax and other revenue
generated by these visitors, and employ a record number of Austinites.
In March, as the COVID-19 pandemic took hold in the United States, our
positive progress came to a standstill.

The FY 20-21 Visit Austin plan pivots our marketing activities to reflect
the “new normal” in the travel and hospitality industry. The foundation of
this plan is based on research and propelled by an urgency to rebuild the
Austin tourism industry.

Going forward, our sales and marketing activities are grounded in a
three-phase process: Rebuild & Restore, Stabilize, and Normalize. It is
important to note that with an ever-changing environment and with the
full impact of the COVID-19 crisis still unknown, reaching all phases of
the FY 20-21 plan may not be fully achievable. We will adjust and scale
our work as circumstances dictate and keep you informed as we do.

The plan also reflects changes to our annual goals based on contract
re-negotiations with city leaders and the Austin Convention Center team.
Several goals in key areas have been replaced with more relevant
industry measures. As the ongoing crisis continues to unfold and
impact our budget and staffing, we will evaluate goals and adjust as
necessary throughout the fiscal year.

Visit Austin is uniquely positioned to help lead recovery efforts for the
travel, tourism and hospitality industry. We recognize that our work will
help get hospitality employees back to work, fully open our hotels,
restaurants and attractions, support local businesses through visitor
spending, and get Austin musicians back on stage in the Live Music
Capital of the World®. All of us at Visit Austin look forward to working in
partnership with city leaders and a diverse and representative mix of
community stakeholders to make this happen as soon and as safely as
possible.

Sincerely,

TV:_N“’\

Tom Noonan
President & CEO
Visit Austin






ABOUT VISIT AUSTIN

MISSION AND BACKGROUND

The Austin Convention and Visitors Bureau (Visit Austin) is the official destination marketing organization for the city of Austin. An
accredited member of Destinations International, Visit Austin is contracted by the city to market Austin nationally and internationally as
a premiere convention and leisure destination, thus enriching our community's overall quality of life. In addition, Visit Austin houses the
Austin Film Commission, Austin Music Office, Austin Sports Commission, and Visit Austin Foundation. The organization is a private,
nonprofit 507 (c)(6) corporation in its 24th year of operation as an independent agency

Visit Austin is funded primarily through a portion of the 17 percent hotel occupancy tax. The 11 percent city portion of the occupancy
tax is distributed to Visit Austin, the Austin Convention Center and for the arts and heritage preservation grant programs. Visit Austin
operates on a fiscal calendar that runs from October 1 through September 30. To accomplish its mission and objectives, the
organization also seeks partnerships with hotels, the Austin Convention Center, local tourist attractions, private sector businesses,
publishing and media companies, airlines, car rental companies and many other local partners
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Sit Austin presents the Fiscal Year 20 021 Marketing Plan t
ze all programs and pay caref 1ttent to those that
irefully monitors our efficient and accountable fiscal controls
adjustments to changing market conditions, select marketing pla
1 pursuit of its mission, Visit Austin seeks to achieve these org
lirectors
N Serve as an economic engine for the City of Austin
° Incre demand in the Austin MSA for hotel rooms
attraction visits, package tours, retail saleg, restaurant
receipts, local transportation and other events and
ictivities that positively affect the economic impact of the
local tourism industry
. Serve as the primary booking entity for the Austin
Convention Center for all future groups and special events
that, in turn, draw attendees to stay overnight in Austin
hotels
e Support the economic viability of Austin's growing film
industry through activities of the Austin Film Commiss
while maintaining a strong relationship with the local film
community
. Support the efforts of the Austin-Bergstrom International
Airport (AUS) in maintaining and expanding air service to
the city
. Gain national and international media exposure for
Austin's diverse attractions, natural environment, rich
history, culture and unique personality to further
education and understanding of the Austin product
» Provide a welcoming environment to all visitors
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ented as the approved budget allows. Visit Austin continue

lirect

Ipancy. Visit Austin's board of director

ure resources are invested carefully and efficiently. To allov

bjectives a
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d./or tact nay change throughout the yea

jectives through the work of its departments and board of

Utilize the Austin Sports Commis

1 to recruit, grow and

retain rting events in the Austin area and continue to

expand visibility of Austin as a premier athletic

f

destination, especially in the amateur sports market

Expand activities of the Visit Austin Foundation to develop

and promote education, job training and career

opportunities within the hospitality, music and tourism

community in the greater Austin area

Promote Austin's multicultural, performing and visual arts
historic, recreation, education, sports, business and

entertainment communities

Market and promote tourism and conventions among

heritage, cultural and minority markets

Solidify Austin's reputation as the Live Music Capital of
the World® by identifying and recommending live musi
acts for conventions and corporate meetings, and by

encouraging patronage of Austin music venues

Actively participate in and contribute to the overall

strategic planning for the growth and sustainability of the

or inclustry in Austin through strong community
outreach and with recognized expertise in the tourism

industry



VISIT AUSTIN DEPARTMENTS

CONVENTION SALES

The Convention Sales department promotes Austin nationally and internationally to meeting professionals. The department generates high-impact revenue for the hotels
in greater Austin and secures citywide conventions which benefit multiple hotels and the Austin Convention Center

AUSTIN SPORTS COMMISSION

Working as an extension of the Visit Austin sales team, the Austin Sports Commission (ASC) actively recruits, retains and grows sporting events in the Austin area

CONVENTION SERVICES

The role of Convention Services is to provide destination support, guidance and resources for booked meetings and conventions to ensure the highest level of success

MARKETING COMMUNICATIONS

The multidisciplinary Marketing Departiment delivers targeted messaging about Austin and Visit Austin to consumers, meeting professionals, travel trade professionals
and the hospitality industry. The team drives top-of-mind awareness and, ultimately, travel to the destination through integrated efforts that include advertising, publishing,
content, social media, experiential and other promotions

As the official voice of Visit Austin, the Communications Department delivers compelling and consistent messaging about Austin and Visit Austin to press and the
hospitality industry at large. The department creates awareness of the destination through a variety of integrated strategic efforts including media relations, public affairs,
securing partner support, press familiarization tours (FAMs), dissemination of timely and relevant content and information, proactive pitches, press releases, newsletters
and inquiry fulfillment

The Austin Music Office markets Austin's music atlractions to incoming visitors, meeting planners, conventions and media. The department identifies opportunities for
Visit Austin to highlight the local musician community and works with the Convention Sales and Services teams to build music programming as an added value and
incentive tool for incoming meeting and conference event planners, utilizing the Hire an Austin Musician program to assist with recommendations and booking
assistances for local talent. The team also serves as a community liaison to effectively promote the importance of Austin's music industry to community stakeholders

The Austin Film Commission markets Austin to filmmakers, industry producers and entertainment studios at trade shows, festivals and other industry functions. In doing
so, the Austin Film Commission works as a clearing house bringing ready-to-film features, commercials, still shoots and television productions to Austin — advising and
assisting with local locations, local crew hires, vendor referrals, permitting guidance and generally advocating on behalf of the productions on a local level They act as an
advocate for the film and television industry locally, while raising awareness at the local and state level of the positive impact that the production industry has for the
community.

TOURISM

The Tourism Department promotes the Austin travel product to domestic and international markets through strategic activities, attending trade shows, sales missions,
familiarization tours (FAMSs), educational seminars and cooperative marketing campaigns. In addition, the department coordinates with the Austin-Bergstrom International
Airport in maintaining and increasing air service to Austin

VISITOR SERVICES

The Visitor Services staff help market Austin by promoting activities that will generate new and repeat visits from leisure and business travelers

STRATEGIC ALLIANCES

The Strategic Alliances department serves as the primary clearing house for all industry partnerships and agreements They engage hospitality and corporate partners to
build strategic brand alliances that further the mission of Visit Austin,






TOURISM IMPACT & FORECAST

STATE OF THE TRAVEL INDUSTRY

TOTAL TRAVEL INDUSTRY IMPACT

Projected downturns of the U.S. travel industry in 2020 as a result of the coronavirus:

*1.2 TRILLION 8 MILLION #

Total Economic Loss

Total Employment Loss
(Loss of $519 billion in direct travel spending)

(Loss of 6.9 million direct travel jobs)

8 4 Job losses will spike in
w 2% April and May, shedding

Travel industry | I
$80 BILLION | willbeorea enovohtopush

; UNEMPLOYMENT RATE
in federal, state and local taxes the £ 5Nl B will result from travel-related 89% of ALL TRAVEL
RECESSION job losses alone EMPLOYMENT before May

~— More Than 9x the Impact of 9/11 —

Hotel occupancy and rates will take multiple years
to recover

Total US travel indus(ry impac[s Including international and domestic travel

$519 billion in travel spending will be lost in
2020

Profile of latest TE / STR forecast

Occupancy ADR

S

1Because of its refative size. most

P
. st17.05
of the losses wil be connected to :‘!’"."‘d:"""""“"“""m $11291
ectnes n domesbc travel
w 7.9

$100 _

$200

.00 $1024

$00

$519 b0
s600
Internatons Domestc Total impact
* Touram Ecoremes

Source: Oxford Economics, The Impact of COVID-19 on the United States Travel Source: Tourism Economics (TE). Presented by U.S. Travel Association April 3, 2020
Economy. Last updated April 15, 2020



TOURISM

STATE OF THE TRAVEL

INDUSTRY

- Intent for future travel declined since March but
remains steady : '

IMPACT ON TRAVEL PLANS

Travelers Planning to Change Upcoming Travel Plans Due to
COVID-19 Comparison

84% pn 84% g 85%

75%

B2% gy 82% oy 79% o 779, M 77% 73% M 75%

58%

Mar 1] Mar19 Mar26 Aprl  Apr8  Apr1S Apr22 Apr29 May6  May 13

Anticipated shift to drive-market trips among those

still planning to travel

IMPACT ON TRAVEL PLANS

IMPACT & FORECAST

May 20 May 27

69%

of travelers planning to
travel in the next six
months will change their

Reduced travel plans

Canceled trip completely

Changed destination to one | can
drive to as opposed to fly A
Changed trip from international to
domestic

travel plans due to

7 Junel

coronavirus

°
8

Source: Longwoods International, Miles Partnership Travel Sentiment Study Wave 9. Last updated June 9, 2020

Arrivalist US Daily Travel Index

Dally Travel Index Day of Week Change

37.0% 2.6% .

Dalty Trawel Ind

fl

o
.~
y NS

Date

Source: Arrivalist. Last updated June 9, 2020

YL

International travel recovery forecasted to peak
in 2022

Week over Week Change

J

Strong travel demand rebound is typical in recovery

US total international tourist arrivals

Annual growth, %

30%
20%
10%
0%
-10%
-20%
-30%
-40%
-50%

911 8.4% GFC -5.0%

2000 2002 2004 2006 2008 2010 2012 2014 2016 2018 2020 2022

Source' Toursm Economics

Source: Tourism Economics. Presented by U.S. Travel Association April 3,
2020



COVID-19 LOCAL ECONOMIC LOSS ANALYSIS

In the first half of FY19/20 (through March 31), Visit Austin paced at 110% of room night goal and 115% of lead goal, indicating positive
momentum for another strong year of performance

Leads began to dip mid-March, followed by cancellations of both citywide and in-house groups within 2020. The below impacts were
recorded through March 31, 2020:

IMPACT OF SXSW
CANCELLATION

i

78 151,068 - 36 shﬁz Lo

MM 58,000 ROOM
NIGHTS
CANcEL‘ED TOTAL ROOM LOST HOTEL TOTAL
GROUPS NIGHTS REVENUE ECONOMIC
) IMPACT .
34 LosT
Source: Destinations International Event Impact Calculator. Cancellations as of March 31, 2020 for meetings _scheduled s c" o I £ L-

through September 2020. Excludes impact of Sxsw cancellation. MM R EV E “ UE

IMPACT TO AUSTIN

LOST
$355.9 Eeconomic
MM IMPACT

AVG DAILY LOST HOT ;
RATE COLLECTIONS I
(-40.3% YOY) |

Source: SXSW Economic Impact Report -
Greyhill Advisors

FY 20/ 21 AUSTIN OUTLOOK

Industry experts predict that the turnaround of the travel and tourism
industry will begin with leisure drive market visits followed by group
in-state business, domestic fly market leisure, out-of-state group
business and international travel

& —w—G

Hotel development pace has not yet shown signs of slowing down in
Austin; nearly 2,000 new rooms are scheduled to open in 2020 and
2021, taking market inventory to more than 45,000 rooms by the end of
2021 Major additions include the 613-room Austin Marriott Downtown
and a mix of new houtique hotels throughout the city As new supply
continues to enter the market, Visit Austin will closely monitor the
effects on hotel performance
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DESTINATION & INDUSTRY OBJECTIVES

The current state of the industry demands strategic solutions to new challenges. At the heart of the FY20/21 marketing plan is a sense of

ncy to rebuild Austin’'s travel and hospitality industry. In this time of great uncertainty s critical to also maintain a long-range view

Visit Austin will deploy a tactical plan that adapts to the ever-evolving landscape brought on by the Covid-19 pandemi his plan, set in
o tegies 2 the local industry and welcome visitors back to Austin. The full
impact of this global crisis is yet to be seen, and full recovery may not be achievable within one fiscal year.

1 in March of 20 outlines short- and long-term strategies tc

estore

REBUILD & RESTORE
Restoring agreements with convention groups, providing resources to Austin's hospitality community, and maintaining top-of-mind

pport of local business ire top priorities during t

STABILIZE
z In this phase ill look to tried-and-true sales and ma t to insy jen 3 pt
will als f ] d idapt ton th ]
NORMALIZE
3 This phase will b istainable outcomes which signal the return of a healthy t n and hospitalit
lon iNg v, the strategies will remain fluid, prompting ongoing conversation an laboration with relevant stak lde

See these phases in the tactical plan pages 16-18.

2 PROTECT & EVOLVE THE AUSTIN BRAND

MAINTAIN TOP-OF-MIND AWARENESS

OF KEY DESTINATION PILLARS

Leveraging innovative advertising campaigns and contextually relevant
media placements, our goal is to keep Austin top-of-mind among key
leisure and meetings audiences even when they are not actively trip

planning. Destination experiences such as live music, outdoor activities,
f ] f

art and culture, dining and local businesses appeal to key leisure and

meetings target audiences and inspire bookings

LIVE MUSIC CAPITAL OF THE WORLD®
Austin has been officially recognized as the Live Music Capital of the
World® since the Austin City Ce

ouncil adopted this slogan in 1991

Although Austin's destination appeal goes well beyond live music, the
Live Music Capital of the World® brand has managed to successfully
keep Austin top-of-mind among potential visitors and meeting
professionals. Visit Austin reinforces this brand positioning through a

variety of strategic sales and marketing tactics

Visit Austin continues to work closely with the City of Austin and various
stakeholders, event organizers and music community leaders to address
the needs that directly impact the local music ecosystem and keep
visitor experience top-of-mind




3 PROMOTE & SUPPORT LOCAL BUSINESSES AND
EVENTS

The local business community 1 large part of what makes Austin's culture special. Visit Austin's integrated efforts lude the promotior
of local business motic of local busine es, through our multiple pl tforms. has been amplified luring the COVID-19 pandem
ne p r innels include but are not imited to VisitAustin.org, th sitor quid d other printed lateral clal med
accounts, pald media, PR efforts, site visits, group referrals, visitor center merchandise and services. Visit Austin meets regularly witl
members of the local business community understand their needs and objectives and to collaborate on efforts related t
marketing local businesses to visitors and in making sure we are also targeting Austin residents. As we reach the stahilize phase in ou

tical plan (reference page 18), our messaging will also include events and festival
o ’ ,4”‘”” § @ Austin Texas X tAustinTX - Apr H’
i Even though Austin’s clubs and bars aren’t

open right now, there are still plenty of ways to
support our queer bars, entertainers,
musicians and artists. #TrueAust

LOCAL DELIVERY, TAKE
DRIVE-THRU DINING

LIVESTREAM AUSTIN BANDS &
EVENTS

£ Ways to Support Austin's Queer Nightlife &
Entertainment Industry | Visit Austin, TX

SUPPORT AUSTIN BUSINE:
FROM HOME, . |

R Y

Austin Texas £ tAustinTX - Apr 14 >
Austin businesses have your back when you
need stay-at-home entertainment. Check out

this ever-growing guide to Austin activities and
things to do at home. # TrueAustin

Support Austin’s live
music venues .
TAP RIGHT OR SWIPE UP O SEE 1 ExploreAusﬂn:n& i
Hov HELP ATX MUSIC 24| Culture from home -~
e R R T
TAP RIGHT OR SWIPE UP FOR
DONLINE EXI 3 & MORE

More Austin Activities & Things to Do at
Home | Visit Austin, TX

austintexas ]

Aus Il contin t M and d ntent ur hotels Nt d other tor levant 3 ey continue t eor
1( e In addition, the city will have a wealth of new product entering the market over next few years, with the mpletio f multir
tels, the Austin FC Stadium the Moody Center on the UT impus, Waterloo Greenway and planned expansions at Circuit of
¢ ) e A nvention Cent nd Al jirport. As the tourism and meetings market sbound, we wil ‘l.I;‘,' Y role In identify
and communicating the new protocols for events at many of these facilities
While we intend to maintain a holistic pproach to -‘.“LM\.WI'\; destination, it is likely that new and expanded tourism produ n
require dedicated Visit Austin marketing support during this time of market recovery

12
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ORGANIZATION GOALS

This chart reflects changes to Visit Austin’s annual goals based on contract renegotiation with the Austin Convention Center. In order to
represent the most relevant industry metrics, some goals have been replaced or removed. Due to market conditions brought on by the
COVID-19 pandemic and anticipated budget and staff reductions, Visit Austin will reevaluate organizational goals in September 2020 and
adjust if necessary

ANNUAL ANNUAL ANNUAL 19-20 PROPOSED
GOALS RESULTS GOALS RESULTS ANNUAL GOALS

18-19 18-19 19-20 0CT-MAR 20-21

Total Sales Room Night - ‘

Production* i IO U750 02,00 388,06 180 000
(016 rl

Convention Center/Class A

31,000 '78
Room Nights*

a3l 243,000 25,380 150.000

Lead Room Night Production* 3,810,000 1,684,73 1,224,000 2,431,034 2745600

Sales Group Leads Sent* 2052 3,983 3.420 1,930 2,05

Total Sports Room Night

108 000 108,178 08,00( 32375 54.00(
Production*
Sports Group Leads Sent* /- 13 108 5€ 54
Meetings Serviced 2 000 ) 679 000 61 18
Supplier Referrals and Leads 00
Meetings with Local Business .

X X
Suppliers (»
Post-Convention Survey y

X
Results** (e
General Music Inquiries (NEw) 102¢ 8¢ { 125
Confirmed Artist Bookings vew) X X X
Tourism Product Placement 80 1¢ 80 )¢ 0
Tourism Destination Training 500 ) 360 500 205 ()
Tourism Partner Leads 15( 8 50 02
Media Outreach and Press "

edia feach & 1 Pre 16,00( 50,124 16,000 8,000
Releases/Pitches
y Circulation .
X X 500 000

Y/ Impression ¢

14
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ANNUAL ANNUAL ANNUAL 19-20 PROPOSED
GOALS RESULTS GOALS RESULTS ANNUAL GOALS
18-19 18-19 19-20 OCT-MAR 20-21
Web Page Views*** (New X * X . 2.500.000
Unique Website Visitors*** 1 44N\ 2,2 971 T 44M 1,491,230 1,200,000
Visitor Guide Fulfillment*** 56,00( 59,591 56,000 44,980 28,00t
General Events inr X X X \ !
Fil Droductio ads
ilm Production Leads 35 00! 6,745 5000 33575 15,000
Referral Inquiries
= Sroduction P a0108
Film Pro juction Packages 100 02 00 114 50
Fulfilled
Film Production Starts 30 61 30 37 (5]
Film Production Days 650 845 650 548 250
Visito s sito S - | .
bl G b 197,000 233,693 197,000 92,052 119,000
Center
Phone Calls / Email Inquiries 20,200 19,800 20,200 10,003 19,800
:Ilstonc Talks and Tour 5700 1200 1200 289 1200
Participants
Donated Services**** ' $300,000 $566,105 $300,000 $365,739 $25,000
*Review data in September 2020 and do final projection to ***Decreased goal for FY 20/21 accounts for COVID-19 impact on
determine FY 20/21 goal number of events projected which will occur, as well as the

financial impact on our vendors and suppliers which will limit the
**pPercentage of good / excellent rating amount of donated goods/services they will be able to provide

**Accounts for COVID-19 impact on short-and-long-term
performance, as well as launch delay of leisure advertising
campaign
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OCCUPANCY

THE FULL IMPACT OF THIS GLOBAL CRISIS IS YET TO BE SEEN, AND FULL
RECOVERY MAY NOT BE ACHIEVABLE WITHIN ONE FISCAL YEAR.

° Launch advertising campaign with initial focus on drive market visitors; adjust messaging and targeting
as needed according to market conditions (Marketing)

° Create a citywide task force to maintain definite convention bookings and assist groups with marketing
and messaging to keep remaining 2020 and 2021 groups in Austin (Sales, Marketing)

° Target and incentivize local corporate and association groups to meet in Austin with dedicated marketing
efforts and sales activities (Sales, Marketing)

© Implement virtual site visits and sales calls to promote Austin outside of the local market (Sales, Marketing)

e  Partner with Austin Convention Center to identify new protocols for in-person meetings and equip clients
with timely information and tools to gather and work safely in Austin (Sales, Services, Marketing, Sports,
Music, Film)

® Promote local businesses, attractions, venues and events to increase hotel stays from locals and
drive-market visitors and help re-establish tourism and hospitality jobs (Marketing)

b ° Partner with a diverse group of local community members, chambers of commerce and other
stakeholders to ensure that Austin is a welcoming city for all visitors (Executive, Marketing, Sales)

e Amplify online sales efforts to generate Visitor Center revenue (Visitor Services)
e Target new sports events and increase awareness of Austin's new venues and facilities (Sports)

¢ Generate publicity opportunities for community partners, local businesses and public relations team to
secure media coverage (Marketing, Communications)

© Increased HOT collections
e  Key visitor points of interest reopen

’ e  Minimizing 2020/2021 cancellations for conventions and in-house meetings
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e Expand leisure and meetings advertising campaign targeting key markets (Marketing)

o Maximize Austin Convention Center business and drive downtown demand which will bolster the entire
market with strong marketing support and incentive campaigns (Sales, Marketing)

° Increase in-house, short-term hotel bookings, state associations, sporting events, government
opportunities for hotels outside of the Central Business District (Sales, Marketing)

o Resume in-person sales efforts, site visits, industry trade shows and events (Sales, Services, Tourism)

’

o Partner with AUS and Chamber of Commerce to help restore and increase flight service to Austin (Tourism
Marketing)

e Continue to generate and shape positive and valuable media coverage of Austin in domestic and
international media outlets (Communications, Marketing)

o More hotels reopen
® Increased domestic and international flight service

@ Restaurants and music venues reopen and services return under new guidelines

® Steadier booking pace for 2022 and beyond




CITYWIDE HOTEL
OCCUPANCY

° Leisure campaign at full reach in domestic and key international markets (Marketing)

Resume proven Sales and Marketing programs (Sales, Marketing, Tourism)
° Provide additional visitor services and support to local tour companies (Visitor Services)

e Plan and execute events at the Visitor Center to partner with and showcase local businesses and makers
(Visitor Services) ;

e  Visitor arrivals and spending increases
e Local hospitality businesses and AUS operating at sustainable levels

e Increased sales booking pace and lead volume

/
/







MARKETING CAMPAIGNS

VISIT AUSTIN,
FROM HOME

In response to global travel restrictions and
stay-at-home orders in place, due to the Covid-19
pandemic, Visit Austin launched a new (temporary)
homepage “Visit Austin, From Home"

Despite pausing all paid media efforts, we ensured
our website and social media accounts remained
active, engaging our audiences with timely, relevant
and inspiring content. As part of our ongoing
commitment to our local hospitality community, we
brought additional attention to the products and
services Austinites and visitors can take advantage
of from home. These efforts engaged with
thousands of people around the world every day

I.IVES'I'REAM AUST IN
BANDS & EVENTS

TAKE A VIRTUAL TOUR OF AUSTIN

Just because we can't traved in person right now, doesn ! mean

ozoziLiy

We Can lake 3 virtual trip and experience our favorite Austin

attractions from the comfort of our homes! Check out these

We long for the days when we'll enjoy a live show, clink our glasses and gather around a bowl of queso together. Until then
—from the comfort of your home—enjoy a #livingroomdanceparty, stream a fitness class from an Austin gym or studio and

stock up on locally made staples like Austin-roasted coffee beans and Hill Country wines.
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130,000 REASONS TO MEET IN
AUSTIN CAMPAIGN*

]
AND THERE ARE

OVER 130,000
MORE REASONS TO " 7

\ | The 130,000 Reasons campaign will target local and in-state meeting groups. This
grassroots effort will invite city officials, chambers of commerce and other partners to

help us reach decision makers and sell Austin as the first choice when it's time to get

MEET IN AUSTIN
back to in-person meetings
There are 130,000 reasons to meet in Austin

Now, more than ever, local communities are banding together to preserve the

businesses they cherish and to keep their neighbors working

More than 130,000 Austin-area residents rely on our industry to provide for
their families
If we're successful, we have the opportunity to positively impact the quality of

life for all Austin visitors and residents

141 AM

Visit Austin
Avitin ]

More than 130,000 Austin-area residents rely on our industry
to provide for their families. Support our friends and neighbors
by hosting your next meeting in austin.https://bit.ly/3duchju

(R (g d

AND THERE ARE
OVER 130,000
MORE REASONS TO

#130kreasons #supportiocal #meetinaustin

MEET IN AUSTIN

REASONS TO
MEET IN AUSTIN

130,000 Reasons to Meet in Austin | Visit ﬁ’,’:‘
Austin, TX

MEET IN AUSTIN [+
¢ = A

MORE THAN AUSTIN-AREA /s i

RESIDENTS RELY ON OUR INDUSTRY TO
PROVIDE FOR THEIR FAMILIES, SUPPORT
OUR FRIENDS AND NEIGHBORS BY
HOSTING YOUR NEXT MEETING IN AUSTIN.

VIsSIT

ustin

VISIT

ustn ———

* This campaign creative is still a work-in-progress and is projected to go live in August of 2020
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23

WAY BETTER
LIVE 2020
ADVERTISING
CAMPAIGN

As our local tourism industry recovers,
we will invite visitors who have been
"visiting Austin from home" to come and
experience the destination in person - It's
Way Better Live. Just like our music,
Austin food, outdoor spaces, arts, culture
and local businesses are also best
experienced live

This new campaign, which was intended
to launch on April 1, will resonate deeply
with our drive- and fly-market audiences.
The new launch date will be informed by
industry data and the progression of our
tactical plan

_ TS WAY
~<lin BETTER
Austin i

VISIT
AUSTIN
IT’S WAY
BETTER
LIVE




FY20-21 VISIT AUSTIN ACTIVITIES

Visit Austin participates in various events throughout the year. Participation and event objectives include sales calls, lead development, trade
show exhibition, event partnership, hosting, education, and familiarization tours

FIRST QUARTER

SECOND QUARTER

THIRD QUARTER

FOURTH QUARTER

OCTOBER 2020

JANUARY 2021

APRIL 2021

JULY 2021

Austin City Limits Music
Festival

Austin Film Festival

Formula One United
States Grand Prix

Professional Convention
Management Association
(PCMA) Convening Leaders

Southwest Showcase

NOVEMBER 2020

FEBRUARY 2021

Austin Sports Commission
Golf Tournament

D.C. Sales Mission

Financial & Insurance
Conference Professionals
(FICP) Annual Conference

National Coalition of Black
Meeting Planners Annual
Conference

Southeast Sales Mission

World Travel Market (WTM)

Association Management
Companies (AMC) Institute
Annual Meeting

Collinson Diversity
Marketplace

Destinations International -
Destination Showcase (TBD)

MARCH 2021

DECEMBER 2020

Association Forum Holiday
Showcase

Chicago Holiday Client Event

International Association of
Exhibitions and Events
(IAEE) Expo! Expo!

Texas Convention & Visitors
Bureau (CVB) Holiday Event

Texas Society of Association
Executives (TSAE) Holiday
Luncheon

Conference Direct Annual
Partner Meeting

International Tourism
Bourse (ITB) Berlin

Meet NY & Sales Calls

Meeting Professionals
International (MPI) Northern
California Annual
Conference & Expo

National Collegiate Athletic
Association Division 1
(NCAA D1) Men and
Women's Swimming &
Diving Championships

SXSW

World Golf Championships -
Dell Match Play
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American Society of
Association Executives
(ASAE) Xperience Design
Project

HelmsBriscoe Annual
Business Conference

Local Client Appreciation
Event

National Association of
Sports Commission Sports
Event Symposium

Red Bull MotoGP Grand Prix
of The Americas (TBD)

Chicago Sales Mission &
Client Event

CVENT Connect Conference

Destinations International
Annual Conference

Triple Crown Southwest
Summer Nationals

AUGUST 2021

MAY 2021

Simpleview Summit

Toronto Sales Mission &
Client Event

U.S. Travel Association
(USTA) IPW

ASAE Annual Meeting

Educational Seminar for
Tourism Organizations
(ESTO)

Experient e4

Texas Sales Mission & Client
Event

SEPTEMBER 2021

JUNE 2021

MPI World Education
Congress

NCAA D1 Men's and
Women's Outdoor Track &
Field Championships

PCMA Partnership Summit

Visit Austin Experiential
Summer Tour

West Coast Sales Mission &
Client Event

Congressional Black Caucus
Content Marketing World

International Automobile
Federation (FIA) World
Rallycross Championships

Northeast Sales Calls

TSAE New Ideas Annual
Conference

Texas Travel Industry
Association (TTIA) Texas
Travel Summit

World Routes







CONTACT INFORMATION

111 Congress Avenue, Ste. 700, Austin, TX 78701
Main: 512.474.5171 | Toll Free: 1.800.926.2282 | Fax: 1.855.927.4141 | Housing Fax: 1.866.645.0605
www.VisitAustin.org

ADMINISTRATION

512.583.7249 Gonzalez Gloria Finance Manager

512.583.7205 Hart Julie Vice President of Finance
512.583.7207 Lang Heather Director of Human Resources
512.583.7254 Millham Holland Executive Assistant to the President
512.583.7201 Noonan Tom President and CEO

512.583.7204 Palmertree Gina Director of Finance

512.583.7251 Palmertree Rickey Operations Coordinator
512.583.7208 Watts Brad Director of Information Technology

MARKETING, COMMUNICATIONS, MUSIC, FILM, TOURISM

512.583.7211 Carr Emily Marketing and Design Coordinator
512.583.7228 Chase Julie Vice President and Chief Marketing Officer
512.583.7245 Taylor Holland Marketing Manager, Digital & Social
512.583.7229 Felton Christine Marketing Manager,Digital & Content
512.5683.7230 Gannon Brian Director of the Austin Film Commission
512.683.7209 Kerr Tiffany Director of Marketing

512.583.7278 Krawczyk Silvia Marketing Manager

512.583.7233 Lozano Omar Director of Music Marketing
512.5683.7206 Richardson Susan Director of Content and Digital Marketing
512.583.7260 Lamell Alison Marketing and Tourism Specialist

STRATEGIC ALLIANCES

512.583.7215 Hackley Mary Kay Vice President, Strategic Alliances
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CONTACT INFORMATION

CONVENTION SALES AND AUSTIN SPORTS COMMISSION

512.583.7257
512 583.7241
512.583.7214
512.583.7216

512.683.7218

512.583.7261
512.583.7259
512 58‘3 7212
773.774.1342
843.767.1788
512.583.7220

512.583.7266

CONVENTION SERVICES

Black
Brown
Cannon
Cantalope
Cramer
Doherty
Elliott
Genovesi
Hays
McCabe
Parker
Piper

Thomas

Jasmine
Amy
Shannon
Val
Christine
Jim
Lindsey
Stephen
Drew
Sarah
Kristen
Dane

Kelly

Sales Coordinator

Director of Sales

Senior Director of Texas Accounts
Director of Midwest Sales

Director of Market Analysis and Research
Director of Eastern Regional Sales
Director of West Coast Sales

Executive Vice President

Director of Sports Commission Sales
Director of Northeast Regional Sales
Director of Eastern Regional Sales
Director of Southeast and Diversity Sales

Sr. Sales Manager and International Sales

512.583.7222

512.583.7250

512.583.7271

512.583.7225

Atkins
Cava
Doggett

Portier

Linda
Christina
Jeff

Bridget

Vice President of Services
Convention Services Manager
Senior Convention Services Manager

Director of Convention Services

Vil S LEORECE NUTUE R 4] 56'0: 28 E S NEORERERSS T AU ST N, « T X, 7:87:01

DIRECT: 512.478.0098

512.478.0098

512.583.7270

512.683.7237

512.583.7242

512.583.7235

Blackburn
Duffy
Eppright
Pollan

Trenckmann

| TOLL FREE:

Mary
Sean
Harrison
Natalie

Cynthia

866.GO.AUSTIN (462.8784

Visitor Ser\.uces Coordinator (part-time)
Operations Manager

Manager of Visitor Services/Tour Ambassador
Director of Retail and Visitor Services

Visitor Center Assistant Manager
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VISIT AUSTIN BOARD OF DIRECTORS

2020 EXECUTIVE COMMITTEE

SCOTT BLALOCK|AtLarge
J.W. Marriott Austin

JOE BOLASH|AtLarge
Hilton Austin

GREG CHANON | Board Secretary
McGinnis Lochridge LLP

JENNIFER CURRIER| Board Treasurer
Hyatt Place Austin - North Central

2020 BOARD OF DIRECTORS

ROB HAGELBERG | At Large
Four Seasons Hotel

CINDY LO| Vice Chair
Red Velvet Events, Inc

GENE MCMENAMIN | Immediate Past Chair

Formerly Omni Austin Downtown Hotel

SKEETER MILLER|AtLarge
The County Line, Inc

TOM NOONAN /| President & CEO
Visit Austin

TOM STACY|Board Chair
CapRidge Partners, LLC

RODNEY SIEBELS|AtLarge
Siebels International

TRISHA TATRO | At Large
Austin Convention Center

MAYOR STEVE ADLER
City of Austin

SCOTT BLALOCK
JW. Marriott Austin

JOE BOLASH
Hilton Austin

TINA CANNON
Austin LGBT Chamber of Commmerce

BILLY CARTER
SuperShuttle and ExecuCar of Austin

GREG CHANON
McGinnis Lochridge LLP

RANDY CLARKE
Capital Metropolitan Transportation
Authority

SPENCER CRONK
City of Austin

JENNIFER CURRIER
Hyatt Place Austin-North Central

JOHN DAIGRE
University of Texas at Austin Dell
Medical School

ROB GILLETTE
Renaissance Austin Hotel

MICHAEL GIRARD
Girard Diversified Interests

ROB HAGELBERG
Four Seasons Hotel Austin

KERRY HALL
Texas Capital Bank

TAM HAWKINS
Greater Austin Black Chamber of Commerce

LAURA HUFFMAN
Greater Austin Chamber of Commerce

NATALIE KENNEDY
Kennedy Creative

CINDY LO
Red Velvet Events, Inc

GARY MANLEY
Iron Cactus Restaurants

JOANNA MCCREARY
W Austin

GENE MCMENAMIN
Formerly Omni Austin Downtown Hotel

SKEETER MILLER
The County Line, Inc

JACK MURRAY
High Five Events

TOM NOONAN
Visit Austin
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DEWITT “DE” PEART
Downtown Austin Alliance

NENAD PRAPORSKI
Fairmont Austin

JIM RITTS
Austin Theatre Alliance

LUIS A. RODRIGUEZ
Greater Austin Hispanic Chamber of
Commerce

RODNEY SIEBELS
Siebels International

TOM STACY
CapRidge Partners, LLC

STEVEN STOUT
Texas Society of Association
Executives (TSAE)

TRISHA TATRO
Austin Convention Center

JEFF TRIGGER
La Corsha Hospitality Group

COUNCIL MEMBER KATHIE TOVO
City of Austin

JACQUELINE YAFT
Austin-Bergstrom International Airport



VISIT
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VISITAUSTIN.ORG
866-GO-AUSTIN OR 512-474-5171
AUSTIN VISITOR CENTER: 602 E. FOURTH:ST.; AUSTIN; TX 178701
VISIT AUSTIN ADMIN: 111 CONGRESS AVE., STE. 700, AUSTIN, TX 78701




